The objective of this study is the analysis of movie success mechanisms in a genre-specific context. Instead of the examination of all time box office champions, we focus on the two film genres of computer animated and comic book based films. By introducing the concept of the motion-picture marketing mix, which represents a set of tactical marketing tools in order to strengthen a company's strategic customer orientation, we are able to systematically identify key movie success factors. We conduct a cross-sectional empirical analysis across regional distinctions based on dataset that covers a time horizon of more than 30 years. We find empirical evidence that actors with ex ante popularity, award nominations and the production budget represent key movie success mechanisms and significantly influence a movie's commercial appeal. Additionally, word-of-mouth creates reputation effects that also significantly affects box office gross.
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"The consumer has a simple alternative to search; he can use experience (...) ." Philip Nelson 1970 
Introduction
The entertainment industry and especially the movie business are characterized by a limitation of information about the quality of its products. As movies represent experience goods, moviegoers have latent information about the characteristics of movies before consumption. Additional search costs can lead to rudimentary information search endeavors by market participants. An alternative to additional market search is using direct experience. Pre-release market success is one opportunity for consumers to reduce uncertainties in their purchase decisions. Not only may the prerelease popularity of products help customers to eliminate their information asymmetries, but also reputation effects from genre categories represent a measure that helps customers to assess the quality of a product or a movie. Film genres help consumers to bring their preference and perceptions in line with market offerings.
Consequently, consumers' genre preferences may influence consumers' movie choices (Austin and Gordon 1987, De Silva 1998) . We present an explorative genre-specific film analysis of the two genres of computer animated and comic book based films and its movie success mechanisms. As opposed to other film genres in the movie business, computer animated and comic book based films experienced a rise in production and promotion in the last decade. We adopt the traditional marketing mix model and match it with the different industry specifications of the movie business. The result is a motion-picture marketing mix that represents a set of management tools summarized in the four categories Product, Place, Promotion and Price. With the help of the motionpicture marketing mix we identify all relevant factors and movie success mechanisms that should be considered to affect customers' perceptions.
The movie business literature mainly analyses and quantifies the economic success of American feature films (Smith and Smith 1986 , Wallace, Steigermann and Holbrook 1993 , Eliashberg and Shugan 1997 , Krider and Weinberg 1998 , Albert 1998 , Ravid 1999 , Nelson et al. 2001 , Hand 2002 , De Vany 2004 . A genre-specific differentiation of computer animated and comic book adaptation movies has not been conducted. In 1983, Litman empirically investigated the influence of movie success mechanisms on market success for 125 movies that had a cinema release between 1972 and 1978.
Among other variables he also included five different genre categories: science fiction, drama, action-adventure, comedy, and musical. Litman showed that a film release in one of the categories science fiction and horror will increase distributors' revenue by approximately $5.9 million. Litman and Kohl included fifteen genre categories in their 1989 movie study. Their dataset consisted of 697 films that had been released between 1981 and 1986 . The genre categories included adventure, comedy, comedy/drama, crime drama, documentary, drama, fantasy, musical, mystery, satire, science fiction, thriller, western, cartoon, and horror. The analyses showed a significant influence of the two categories science fiction-fantasy and dramas on total box office. In contrast to the previous study from Litman, the horror genre did not show any significant relationships.
Prag and Casavant studied the market appeal of the movie genres romance/family, comedy, action, and drama in their 1994 movie business study of 652 films released between 1975 and 1984 . Only the drama genre showed a significant but negative impact on total box office but the comedy and action genre had significantly higher marketing expenditures. Sawhney and Eliashberg (1996) used the action, comedy, drama, horror, science fiction, and children/animation genre dummies in their movie success analysis of 111 films. Their findings show a faster reception by the customers of the action genre, whereas movies belonging to the drama genre seem to take more time until they receive the attention of moviegoers. Walls (2005) analysed the influence of genres on film returns using a dataset of 1989 movies in total. The genres consisted of the action, adventure, animation, black comedy, comedy, and documentary category. Walls found no significant influence of any one of the six genre classifications.
Our dataset consists of 211 computer animated and comic book adaptation movies that had a US cinema premiere between 1978 and 2012. In addition to the examination of the two dependent variables, box office gross and return on investment, we also differentiate between regional and cultural distinctions and include domestic and foreign economic information in our dataset and analysis. We show that actors with ex ante popularity, award nominations and the scale of production budget can serve consumers as a quality signal and consequently influence revenues. Additionally, reviews from consumers and moviegoers in this class of films are positively and significantly related to a movie's rate of return. Thus, we confirm the findings of studies from Litman and Kohl (1989) , Wallace, Steigermann and Holbrook (1993) , Ravid (1999) , Nelson et al. (2001) , Litman (1983) , Dellarocas (2003) and Liu (2006) that verify the influence and correlation between these success mechansims and product sales in their analyses.
The next section discusses ecomonic indicators followed by the introduction of the motion-picture marketing mix and its four different constituents: Product, Place, Promotion and Price. Section 4 describes the movie success mechanisms based on this motion-picture marketing model. Section 5 presents our empirical analysis, and the concluding section dicusses the findings and offers implications for both academics and practitioners. percent of their total revenue in the U.S. market on the first weekend and also achieve 98 percent of their full screen capacity in the first days of their performance.
Genre-Specific Economic Indicators

Absolute Numbers of Cinema Premieres
Additionally, distributors of computer animated films prefer the fourth quarter for a film's premiere, whereas distributors of comic book based films have a preference for the second quarter.
In 2007, 26 percent of all moviegoers in the United States were parents or singles with children of 12 to 17 years and 22 percent were households with children of the age of 17 and younger (see Figure 2 .2). The finding that especially families and youths regularly 4 have a higher film cinema attendance can be a first explanation for the economic success of computer-animated films with their specific ambition for this consumer group. Because of their narrative plots and child-oriented presentation, computer-animated films aim directly at families as their primary target group.
Consequently, they try to appeal to children, adolescents and their parents at the same time. For children, computer-animated films are easily understandable and entertaining.
For teenagers, they keep a rebellious potential ready and for adults they offer the delight from recognizing sexual innuendo or subtle meanings (Eder 2007 Consequently, cinema revenues constitute the main source of income for the production studios. 4 Regularly means at least once a month (12 times / year). Contemporary business literature suggests that a company's main objective is to deliver value to customers. Kotler (2008) proposes several concepts that represent the company's strategic customer orientation and its aim to establish a strong position in target markets. With the help of a set of tools, the marketing mix addresses customer needs and builds customer relationships. A set of controllable and tactical marketing tools delivers the intended value to customers and creates a demand in the target market.
The basic concept of the marketing mix was first introduced by McCarthy in 1960. The marketing mix is based on all factors and mechanisms that a business can manipulate to influence the demand for its products or services. "The concept of the mix lays out the areas in which facts should be assembled, these to serve as a guide to management judgement [...] (Borden 1964: 12) ." With the help of the marketing mix concept we are able to understand human behavior in response to the stimuli to which they are subjected (Borden 1964) . The model differentiates among different constituents and classifies its set of variables into four groups known as the "four Ps" -Product, Place, Promotion and Price, as summarized in Kotler (2008) .
Product summarizes all properties and combinations of the goods and services a business offers to its target market. Choices about the product lines, the qualities and design of a product, the production quantities and the research and development program must be made. The long-term objective of the company is the allocation of a need-satisfying market offering.
Place reflects all company activities to distribute and merchandize its product to target consumers. Price is the amount of money the business demands for its products or services and that customers have to pay to acquire the product. Pricing policies, e.g. skimming or penetration strategy, are focused in this condition. Other price strategies present market prices or cost-plus prices. Finally, the company must decide how much it will charge its customers for their offerings.
If we apply the marketing mix concept to the motion-pictures industry, we are able to identify and categorize the main mechanisms that drive the market successs of a movie. The production budget represents all costs without marketing expenditures.
Consequently, the budget directly influences the appearance of a movie. The influences of actors are even bigger if they have star qualities and appeal. In combination with a sequel, prequel or book adaption movie, these three conditions serve as a signal of quality. Shapiro (1983) states that when product characteristics are difficult to observe, customers may use the quality of products produced in previous periods as an indicator of present product quality.
Distribution decisions are all about the timing of a movie. As most films represent a wide release, timing, and consequently the release date, becomes the essential factor for competitive advantage. Releases during holidays and before federal holidays play an important strategic role in order to attract target customers' attention.
Apart from conventional marketing tools, reviews from professional critics and moviegoers took an important place in the communication mix of companies as well as in the perceptions of customers. Due to the higher credibility and reliability of independent film reviewers and word-of-mouth opinions, review marketing effects have become more significant in film marketing than classical marketing methods, such as commercials and sales promotion. Consequently, word-of-mouth has the capability to affect product sales notably (Dellarocas 2003 , Liu 2006 . Similar considerations apply to awards such as the Oscars or Golden Globes. Due to their reputation of expertise, awards can serve customers as a signal of quality and, accordingly, can be also more realiable than conventional marketing efforts (Nelson 2001 ).
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Ticket prices represent a subordinate category in the marketing of entertainment goods and especially movies. As prices are almost homogenous among cinemas, cities and states throughout North America, movie ticket prices leave little room for differentiation. Consequently, marketing strategies in the motion-pictures industry focus on the other three marketing mix categories.
The motion-picture marketing mix captures the circumstances that have to be considered when marketing an entertainment product. Houston (1986) asserts that "the marketing concept states that an entity achieves its own exchange determined goals most efficiently through a thorough understanding of potential exchange partners and their needs and wants, through a thorough understanding of the costs associated with satisfying those needs and wants, and then designing, producing, and offering products in light of this understanding." All conditions combined ensure a successful customer experience and consequently profitable box office gross and return on investment. 
Movie Success Mechanisms
Based on the motion-picture marketing mix and the genereal identification of movie success mechanisms related to the strategic marketing categories -Product, Place and Promotion -we now discuss the associated conditions in detail. We describe the characteristics of the factors -production costs (without marketing expenditures), star popularity effects of actors, MPAA ratings, reputation effects from sequels (or prequels) and adaptions, seasonality, movie reviews from professionals and moviegoers as well as award nominations and wins and their influence on the outcomes of box office gross and return on investment, respectively. Among the outcome conditions we also consider a domestic and foreign differentiation in order to observe regional and cultural effects.
Product
The production budget represents all negative costs of a movie without marketing expenditures. To date, the most expensive computer animated movie is WALL-E (2008) from Pixar/Disney, with overall production costs of $180 million (not inflation adjusted). So far, the most expensive comic book adaption movie is The Dark Knight technical and artistic quality of a movie. Consequently, the hypothesis can be proposed that an increase of production costs also enhances the overall quality of a movie and accordingly its commercial success. Based on the assumption that the production function is characterized by decreasing economies of scale, we apply the natural logarithm before conducting the regression analysis. We hypothesize that the level of production budget has a strong positive significant influence on box office gross.
Apart from the level of production budget, an actor's reputation can be a relevant indicator for the artistic and aesthetic quality of a film. Star actors may have the ability to attract a bigger audience and form a good signal for the overall box office appeal of a movie (Rosen 1981) . Consequently, studies that consider the influence of actors with ex ante popularity are dominant in motion-pictures economic analyses (Litman and Kohl 1989 , Wallace, Steigermann and Holbrook 1993 , Ravid 1999 , De Vany and Walls 1999 , Elliot and Simmons 2008 . De Vany also shows that movies with stars are shown on 20 percent more screens than films without actors with star potential (De Vany 2004) . Both in computer animated and comic book adaption movies, actors have the ability to transfer their associated star image to the characters by generating an interface between the figure and real person actor (Eder 2007 As movies represent experience goods, the technical and artistic product quality characteristics are problematic to observe for customers before consumption.
Consequently, pre-release market success can induce reputation effects that eliminate uncertainties in the decision process of consumers. Prag and Cassavant (1994) verify that the pre-release popularity of movies impact box office returns. We analyze the reputation effects from sequels (or prequels) and book adaptions and consider wether both factors positivetly impact movie consumption.
Place
The seasonality of cinema box-office returns reflects both the demand for movies as well as the supply of movies in number and quality. Studies from Litman (1983), Nelson et al. (2001) , Sochay (1994) and Einav (2007) analyze and confirm the correlation between the seasonality and demand for movies. Movies that are released in the fourth quarter, so during Thanksgiving and Christmas, show a positive impact on ticket sales and consequently box office gross. In order to capture the "seasonality" effect, factors for the four quarters 9 have been collected and entered into the analysis.
Based on the assumption of the "seasonality" effect, we expect a positive significant influence on market success, especially in the fourth quarter.
Promotion
Existing studies give evidence that critic reviews can reduce information asymmetries of moviegoers and identify a positive correlation between film reviews and box office appeal (Litman 1983 , Litman and Kohl 1989 , Wallace et al. 1993 , Sochay 1994 , Eliashberg and Shugan 1997 , Basuroy et al. 2003 , Boatwright et al. 2007 , Moon et al. 2010 . However, certain motion picture studies also determine no correlation between movie ratings and box office success (Prag and Casavant 1994 , Holbrook 1999 , Eliashberg and Shugun 1997 , Ravid and Basuroy 2004 , Chang and Ki 2005 , Gemser et al. 2007 . In order to verify the influence of film critics on box office gross, the rating scores from professional reviewers and audience critics have been collected.
The relevant data was taken from the Internet sources Metacritic.com, RottenTomatoes.com and MRQE.com (Movie Review Query Engine) for the professional reviews and from Metacritic.com, RottenTomatoes.com and IMDb (Internet Movie Database) for the moviegoers' reviews. These Internet portals particularly review movies on the basis of a weighted average scale. Every score consists of different critics who are weighted in their importance and coverage. Due to multicollinearity issues, two weighted average factors were created for our analysis on a basis of a principal-components method 10 , one for the professional reviews and one for the evaluations of the audience. The results are two scales that capture the opinions and validations of critics writing online and in print. We presume that film reviews become important as a preliminary evaluation for the audience as they rate a movie according to its artistic, aesthetic, technical, economic and political aspects and consequently significantly influence ticket sales at least initially. The descriptive and summary statistics of all movie success mechanisms are presented in Table 4 .1. 
Outcome conditions
As studies from Litman (1983) , Smith and Smith (1986) , Prag and Casavant (1994) , Sawhney and Eliashberg (1996) , Ravid (1999 ), De Vany (2004 or Walls (2005) before, we also take total box office gross into consideration for our analysis. First, the Hollywood movie industry is predominantly interested in the total number of ticket sales and consequently box office gross. Second, the financial success of former film releases has direct influence on the production and funding of future projects. In order to adjust box office gross for inflation, we adapt the Consumer Price Index 11 -All
Urban Consumers (CPI-U) -from 1978 to 2012 to box office takings and determine the appropriate total revenues based on the year 2012.
In addition to the adjusted box office results, we also consider the economic rent of each movie. The economic rent is represented by the return of investment (ROI). The return of investment is a business performance metric that measures the efficiency of an investment, or in our case of a movie production, that is defined as
Consequently, the return of investment provides a reflection of the profitability of the investment and can be used to improve the performance of future investments.
Apart from analyzing the success mechanisms for the North American market, we also include the information on box office receipts from foreign countries. By gathering the regional distinction information for both domestic and foreign countries we are able to control for cultural differences. However, the US box office gross can also be considered as a meta-factor of the overall film appearance for the foreign audience. The domestic-foreign box office gross correlation coefficient (.7695) confirms a marketing appeal relationship. Consequently, the American film success is frequently used by foreign press and foreign distributors for their media coverage and marketing activies.
Elliot and Simmons (2008) analyzed the relationship between both critical reviews and adverstising expenditures on film success for the British film market. They show that advertising budgets for UK released movies are greater for films with bigger production budgets, actors with star appeal, higher US opening revenues and numerous award 11 The Consumer Price Indexes (CPI) is a monthly measure of changes in prices paid by consumers for a market basket of consumer goods and services. The CPI is published by the US Bureau of Labor Statistics.
13 nominations. A simultaneous film release in the US and the UK has also a significant positive effect on marketing activies. Additionally, higher average film reviews are also correlated with both high advertising budgets and high box office gross. Bagella and Becchitti (1999) verify an influence of specialized film genres effect on a films' success in the Italian market. The comic film genre, in particular, meets the taste of the Italian coustomers more adequately than other genre groups. McKenzie (2009) confirms the meta-factor effect of US box office at the Australian box office. Among the meta-factor effect of US box office, McKenzie also found relevance of the advertising condition and critical reviews and their significant influence on box office takings. 
Empirical Analysis
According to the film factor classification from Hennig-Thurau and Wruck (2000), two major influence quantities can be identified -product-inherent movie success factors and product-induced movies success factors. Product-inherent film factors are characterized by all factors that describe the appearance and the look and feel of a movie. Product-induced film factors describe all factors that are the result of subjective discussions about all film specific elements. Consequently, product-induced influence factors subjectively review all product-inherent film factors. We base our empirical analysis of movies success mechanisms on the classification of product-inherent and product-induced movies success factors. The result is two regression models that represent a basic regression with all product related factors and an extended model that expands the basic model to promotional and distributional aspects.
The basic regression model represents only the product-inherent film factors, meaning all factors that have a direct influence on the production of a film. Based on the motion-picture marketing mix and consequently the identification of movie success mechanisms related to the four strategic marketing categories, the basic regression model is closely related to the Product category and its factors -production costs, reputation effects from star actors, sequels (or prequels) and adaptions and discrimination effects from MPAA ratings.
Basic Regression Model:
The extended regression model broadens the product-inherent factors with productinduced factors and consequently the two strategic Motion-Piture marketing categories
Place and Promotion. In addition to the films' product factors, signaling effects from professional movie reviews and moviegoers' reviews as well as signaling effects from award nominations and wins and seasonality effects will be considered.
Extended Regression Model: (1999) and Walls (2005) have shown that especially word-of-mouth conditions lead to kurtotic revenue distributions and consequently to inefficient ordinary least square estimates. Accordingly, the seemingly unrelated regression model allows us to control for both the possible correlation of the equtation disturbance terms and the kurtotic revenue distrubtions. In order to check for robustness we also implemented the ordinary least square estimations for the regional differentiated box office gross and return on investment, in addition to the seemingly unrelated regression analysis. The regression estimates of box office success and financial returns are presented in Table 5 .1 and The consolidated results (illustrated in Table 5 .3) of the empirical analysis point out a strong positive significant influence of the movie success mechanisms production budget and award nominations and a strong negative significant effect of book adaptions on box office gross. The findings are confirmed for both the ordinary least square and seemingly unrelated regression estimates and the domestic and foreign market. Postive star popularity reputation effects of actors can only be shown by the seemlingly unrelated equation. Additionally, negative reputation effects of professional reviews and posivite signaling effects of award wins have been estimated by the regression models. The estimates of MPAA ratings, reputation effects of sequels (or prequels), seasonality effects and movie reviews from moviegoers either change signs or present a varying significance and consequently lead to no clear conclusion of their influence on box office gross throughout the regionally differentiated regression analyses. On examination the return on investment regression findings we find strong empirical evidence of positive signaling effects of star actors and critics from moviegoers and negative signaling effects of critics from professional reviewers. The second and third quarters reveal a negative and awards wins a positive but insignificant influence on return on investment. These findings are verified by the ordinary least square and seemingly unrelated regression and also for the domestic and foreign market.
As expected, the contribution of the production budget to the performance of the investment is always negative. Unfortunately, the estimates of the production costs switch between significant and no significant coefficients and consequently leave no final decision about the effect of a films' production budget on its return on investment.
Positve significant signaling effects of award nominations can only be proved by the seemingly unrelated regression but the results are consistent for both the domestic and foreign market. Again, the coefficients of MPAA ratings, reputation effects of sequels (or prequels) and seasonality effect of the fourth quarter either change signs or present a varying significance and accordingly lead to unclear conclusions as to their impact on return on investment throughout the regionally differentiated regression findings. The aggregated results of the return on investment analyses are shown in Table 5 .4. Taken as a whole, the statistically significant influence of star popularity effects of actors and signaling effects of award nominations on both box office gross and on return on investment can be verified. Consequently, we can confirm the study findings from Litman and Kohl (1989) , Wallace, Steigermann and Holbrook (1993) and Ravid (1999) that verify the positive influence of actors with ex ante popularity on box office gross. Accordingly, it can be determined that the attractiveness of an actor can be transfered to the attractiveness of a computer animated or comic book based film.
Award nominations not only have a high media marketing impact but also have sales promotion effects towards ticket sales. Consequently, we verify the findings from Nelson et al. (2001) and state that the nomination for film awards lead to significant economic effects on both box office gross and return on investment.
Addtionally, we verify a strong significant positive influence of production budget and a strong significant negative influence of book adaptions on box office gross across regional distinctions. Consequently, we confirm Litman results from 1983 and verify the production budget's attribute as a "proxy variable" for the overall appeal of a movie.
However, the level of production costs affects the critical quality of a film but it also reduces the economic rent and certeris paribus the return of investment. Although, the reputation effects of book adaptions can be statistically verified, it seems that former novel and comic book readers are not willing to pay for the cinematic implementation of their reading.
Testing for the economic effect of movie reviews from professional critics and moviegoers, we can confirm a significant negative effect of professional reviews on return on investment and a significant positive effect of reviews from moviegoers on return on investment. Consistent with Eliashberg and Shugan (1997) critics' categorization, we find strong evidence that moviegoers adopt the position of influencers. Influencers have the reputation and the credibility of having reliable expertise and consequently the capability to directly influence consumers' choices. In particular, critical statements from consumers and moviegoers about the quality of a movie have a significant impact on sales figures. Today, customers are able to voice their opinion and share their experience about entertainment products in diverse discussion forums, assessment portals or online blogs. In summary, results of former studies can be validated and the condition that film reviews represent a preliminary evaluation source for the audience can be affirmed for this two genres.
A statistical verification that a restrictive age classification from the Motion Picture
Association of America has a negative impact on total gross or on return on investment cannot be given. The coefficient estimators differ across equations and regions in significance and leading signs. Consequently, a confirmation that the exclusion of consumer groups from consumption through a restrictive age classification has a negative effect on economic profits cannot be affirmed. We also cannot verify the findings of Prag and Cassavant (1994) 
Discussion and Implications
Conclusion
The emphasis of the present study is the analysis of movie success mechanisms. In distinction from past studies, we did not analyze all time box office champions but focused on the two film genres, computer animated and comic book based films, instead. Despite the examination of these particular genres, the results possess a universal validity. For one thing, we introduce the concept of the motion-picture marketing mix which represents all factors and mechanisms that set ups a customer orientation and strong market position. For another thing, we conducted a crosssectional empirical analysis across regional distinctions based on the motion-picture marketing mix Product, Place and Promotion. We find that actors with ex ante popularity and award nominations serve as a signal for moviegoers and consequently increase sales figures. Additionally, the production budget can serve customers as a "proxy" or "meta-variable" and consequently also significantly influences box office appeal. Nevertheless, reviews from non-professionals, the so-called word-of-mouth, also have significant effects on revenues.
Managerial Implications
Our findings have several managerial and strategic implications. First, the introduction of the motion-picture marketing mix provides both academics and practitioners a framework to structure and analyze the complex causal structures of the entertainment market. With the help of the "four Ps", studios and companies can install a set of tactical marketing tools that directly addresses customers' needs and supports the development of the target market.
Second, due to the greater credibility and stronger social control, social online wordof-mouth does not only have the capability to affect product sales, but also to influence the business sales strategies (Liu 2006, Chen and Xie 2008) . From a business perspective, it is of vital importance to forecast product sales efficiently, in particular those of new products that stand at the beginning of their product life cycle. Thus, it is critical to control and analyze how the information contained in the online word-ofmouth can be measured and evaluated in order to optimize managerial decisions and to strenghten competitive advantages. To date, present studies mainly examine sales portals, such as eBay or Amazon. They verify a correlation between customer reviews and product sales (Dellarocas 2003 , Liu 2006 , Chen and Xie 2008 . However, these studies considered mostly either the average ratings of the sellers or the products. Future studies in motion-picture economics should work on the transcription and intergration of word-of-mouth. As a result, the explanatory value of prospective analyses would be increased and the uncertainty in this highly volatile market would be comprehended more efficiently.
Third, customers have their preferences for certain well-known characters and actors. Consequently, these characters and actors have the ability to attract an audience and generate a large impact at the box office (Rosen 1981) . Elberse (2007) shows that actors with star popularity and a historical average box office record of $100 million can achieve $4 million in additional box office gross. Actors with star popularity also play an important part in contributing to the exclusiveness and quality of total box office appeal. Superstars involve a combination of talent and charisma but more important and additionaly, possess the ability to transmit their reputation to the product. Consequently, star actors transfer their star image to the characters and increase not only one's personal market share but also the market scale of the product (Rosen 1981) . The image of a star actor is an effective and most notably a credible signal to reduce the information asymmetries between moviegoers and movie studios. As the development of a star image is conjoint with perceptible costs, image and consequently star popularity forms a signal that is interpreted by customers as reliable. Thus, star image takes an important strategic part in the motion-picture marketing mix and should be intensively promoted by film distributors.
Future Research
Our study represents a genre-specific film analysis of the two film genres computer animated and comic book based films. Our analysis does not address additional genres like comedy, action or horror. Future studies should extend the model for ancillary genres. That may imply a new level of complexity, but it will also enhance the explanatory value of the model. Additionally, the sample size will be increased which prevents multicollinearity and the concerns of a sample selection bias. Apart from this, we note that previous empirical studies have used similar or the same variables and standards we included in our model. Finally, our approach introduces a motion-picture marketing mix model and tests it by using propriety data from the motion-pictures industry. We show that especially the Product relevant item star actor and the Promotion related item reviews from moviegoers affect box office gross and return on investment.
